Abstract This research study investigates Victorian consumers' understanding, awareness and perceptions of organic food products. Analysis of the quantitative data revealed that there are three major segments of consumers, i.e., pro-organics, reluctant consumers and organic sceptics. The buying and usage pattern of these segments has been identified as also their demographic profile. The findings of this study are strategically important for small and medium size organic food producers. They would be better able to practise and implement differentiation strategies for the three identified segments of customers, thus allowing their marketing teams to emphasise the beneficial attributes of organic food products.
Introduction
Over the last few decades, there has been a significant increase in interest in organic foods. New food technology, growing health awareness, busier lifestyle and global environmental issues have been the drivers of this greater awareness (Smith and Paladino 2010; Smith 2009 ). This has been especially the case in many developed countries. Between 1990 and end of the 1990s, the organic food market had increased by 25 per cent across Europe (McDonald 2001 ). An estimated growth of organic products sales reached 16-20 per cent in the European market during year 2002 and 2005 (Willer 2006 ). According to the International Federation of Organic Agriculture Movements (IFOAM) report, the global sales of organic food and beverages reached 59 billion US dollars in 2010. This suggests that the global market has expanded more than threefold in 10 years. North America and Europe comprise over 90 per cent of global demand, the largest markets being the United States, Germany and France in that order (Willer 2012) .
The organic industry has become one of the world's fastest growing food categories growing by an average of 30 per cent annually, and this has been replicated in Australia and Victoria in equally high levels. Moreover, Australia has the most certified organic land available in the world (Willer 2012) . In this context, Victoria is Australia's leading organic State, and there are more than 600 certified organic food operators, with more than 20 per cent of the country's certified producers in this State. Organic food producers operate in a broad range of products that include dairy, fruit, vegetables, nuts, meat (beef, lamb, pork and poultry), wine grapes and grain. Victoria is the centre for organic processing, particularly of fruit, flour and dairy products but also a wide range of retail products. Equally organic agriculture is perceived as being more sustainable than conventional agriculture.
Over the last few decades, industrial activities have created serious ecological issues such as global warming, loss of biodiversity, ozone depletion, air pollution, acid rain, etc. (Brown et al. 1991 , 1992 , 1993 cited in Shrivastava 1995 . These are expected to worsen in the future (Shrivastava 1995) . There are many philosophies of environmentalism that advocate various solutions to minimise the impact of these ecological issues. As a result, the concept of ''sustainable development'' has been introduced. Governments around the world perform regulatory, reformatory, promotional and participatory roles towards sustainable development (Polonsky 1995) . These environmental concerns for food safety and security have obligated many food manufacturing and retailers, and as a consequence, small and medium enterprises (SMEs), to introduce innovative changes that have affected all aspects of their operations (Avermaete 2003) . Although this food manufacturing industry has traditionally been viewed as a mature and relatively low technology industry, new ideas and structures have been promoted by organic food manufacturers and processors. Sustainable development involves control over population growth, providing worldwide food security, preserving ecosystem resources, as well as reorienting energy use and industry in ecologically sustainable directions. ''Sustainability means meeting our present needs without jeopardising the ability of future generations to meet theirs'' (Shrivastava 1995 p. 184) . Due to the fact that, in recent years, both producers and consumers have been turning towards more environmentally friendly goods and services; therefore, environmental concerns have become a major marketing focus. Therefore, changes in patterns of consumption are just as important as changes to the production processes (Polonsky 1995) .
Further, Shrivastava (1995) suggests that for the global economy to become ecologically sustainable, it is necessary to organise business and industry along ecologically sound principles and technologies. As a result, there has been a significant increase in interest in organic foods at a global level in the last decade or so (Makatouni 2002 ). An organic concept from an insignificant niche market has risen to be part of the mainstream since the mid-1990s (Lockie et al. 2006) .
Although the organic food market is comparatively small, as little as one per cent of total farming within most OECD countries, it is regarded as one of the biggest growth markets in the food industry (Hughner et al. 2007 ). The market for organic food and beverages is growing rapidly in most countries in Western Europe, North America, Japan and Australia, as well as in some developing countries (Kortbech-Olesen 1998). The organic food market has been regarded as an emerging market (Aertsens et al. 2009 ). Consumers particularly in many industrialised countries have an increased awareness of organic food (Wier and Calverley 2002) , and even more widely across the world, there has been greater levels of organic food consumption (Chen 2007; Makatouni 2002) .
Small and medium food producing enterprises in Victoria face challenges of globalisation, with implementing a sustainable and innovative organic business model. Often this model is in contrast to the way in which the traditional and mature food industry competes in the world. Although production of organic food creates opportunities for SMEs in the food industry, they need to clearly comprehend the purchase behaviour of their customers, which this study is designed to reveal. From the consumers' perspective, there are three stages associated with the purchase of goods and services, i.e., prepurchase, purchase and post-purchase (Blackwell 2001) . The purchase evaluation of organic products is dependent on the following four main elements which influence consumers' attitudes and motivations:
1. Product-appearance, sensory appeal, perceived benefits and price (Steptoe et al. 1995 (Chryssochoidis et al. 2007 ).
The objectives of this research were to investigate Victorian consumers' 1. Understanding, awareness and perceptions of organic products; 2. Prepurchase, purchase and post-purchase buyer behaviour of organic products; 3. Buying and usage pattern of the different organic products.
And also to provide recommendations to SMEs in Victoria with regard to the innovation and marketing of organic food products.
Definitions
Before proceeding further, it would be appropriate to define the term ''organic''. While the term may appear to be straightforward, its context both domestically and internationally are not, and as such can be open to many different interpretations. The UN has offered a succinct though embracing term which states as follows:
Organic is a labelling term that denotes products that have been produced in accordance with organic production standards and certified by a duly constituted certification body or authority. Organic agriculture is based on minimizing the use of external inputs, avoiding the use of synthetic fertilisers and pesticides…methods are used to minimize pollution of air, soil and water. Organic food handlers, processors and retailers adhere to standards to maintain the integrity of organic agriculture products. The primary goal of organic agriculture is to optimize the health and productivity of interdependent communities of soil life, plants, animals and people (UN FAO 1999) .
Methodology of research
A thorough literature review in relation to consumer buyer behaviour of organic products was undertaken, following which a valid and reliable survey instrument (questionnaire) was developed. This questionnaire comprised a section on demographic and psychographic profile of the respondents. Elements of consumer buyer behaviour including price, perceived benefits, lifestyle, country of origin, certification and product-related attributes were included. The questionnaire was administered on line using the services of I-View, which is Australia's leading market and social research data collection agency. I-View uploaded this questionnaire on its custom-made online platform and administered it to its own consumer panels in Victoria using a highly experienced team, focused on the proper conduct of research. I-View has run many of Australia's largest social research projects over the past 10 years, as well as major social research studies in the United Kingdom. I-View's reputation for reliability, quality and exemplary client service makes them the partner of choice for government agencies, academia and researchers. I-View has approximately 104,000 participants Australia wide, out of which about 45,000 are in Victoria. This is certainly a representative sample size of the Victorian consumer population of approximately 5.5 million. The entire data collection took approximately 1 week and yielded 839 usable responses. Table 1 depicts the demographic profile of the respondents.
Findings
In the first part of the survey questionnaire, respondents were required to rate their perceptions on ten dimensions (total of forty attributes) using a 5-point Likert-type scale. The ten dimensions were Health, Price, Sensory Appeal, Convenience, Environment Protection, Regional Products, Fair Trade, Certification, Imported Foods and finally General.
For the dimension relating to Health, respondents assigned moderately high levels of ratings to all its attributes. The highest rating was given to their perception that organic food is not processed with any harmful chemicals (mean = 3.87). The second highest rating was that organic food is healthier than conventionally grown food (mean = 3.77). These findings demonstrate that consumers perceive organic food to be chemical free and healthier than conventionally grown food. They also believe that eating organic food is not risky for one's health.
For the dimension relating to Price, respondents assigned moderate to high levels of ratings to all the attributes. They perceive organic food to be too expensive (mean = 4.03) and also indicated that they cannot afford to pay more for organic food (mean = 3.70). Additionally, they gave low ratings to the statements that organic food prices are fair (mean = 2.67) and that people should buy organic foods even though they cost more (mean = 2.76). All of the above ratings suggest that price is one of the main hindrances for consumer acceptance and purchase of organic food products.
For the dimension relating to Sensory Appeal, respondents moderately agreed that organic food tastes better than conventionally grown foods (mean = 3.30). Also, they 
Gender
Male 54 %, female 46 % Age group 18-24 years = 5.5 %, 25-44 years = 21.2 %, 45-64 years = 38.9 % and 65 ? years = 34.4 % Educational level Non-school = 1.9 %, year 7-11 = 22.9 %, year 12 = 19.7 %, TAFE = 29.8 %, bach.degree = 17.2 %, PG = 8.6 % Work status Student = 2.9 %, employed FT = 24 %, employed PT = 11.8 % employed casual = 5.6 %, own business = 6.8 %, unemployed = 7.3 %, retired = 41.7 % Marital status Single = 18.4 %, married = 56.1 %, de-facto = 8.8 %, widowed = 16.3 %, refused = 0.4 % Income level Less than $ 20,000 = 22.4 %, between $ 20,000 and 50,000 = 37.7 %, between $ 50,000 and 80,000 = 15.4 %, above $ 80,000 = 11 %, refused = 13.6 % Household type Living by oneself = 18.4 %, with partner = 54.5 %, with parents = 5 %, with young children = 11 %, share household = 7.6 %, other were not put off by the looks of organic food (mean = 2.43). These findings demonstrate that while consumers may not be put off by the seemingly unappealing looks of organic food, they generally do not fully appreciate that organic foods outperform conventionally grown foods in term of taste. For the dimension relating to Convenience, respondents moderately agreed that organic food should be made available at most food stores (mean = 3.74) and that they would buy more organic good if it was easily found in food outlets near their home/work (mean = 3.19). These ratings suggest that while distribution (convenience) may be a barrier to consumer acceptance and purchase of organic foods, it is not as importance as price.
As far as the dimension of Environment Protection is concerned, respondents moderately agreed that organically grown food is better for the environment than conventionally grown food (mean = 3.68) and that more government support should be given to organic farming (mean = 3.63). They also moderately agree that organic farming decreases soil degradation (mean = 3.40) and they assign low ratings to the statement that ''it is not important whether the produce was grown organically or conventionally'' (mean = 3.01). The above ratings suggest that to a certain extent, consumers perceive that organic food is better for the environment than conventionally grown food.
In relation to the dimension of Regional Products, respondents assigned relatively high ratings. They generally agreed that it is important to support local farmers when making purchase (mean = 4.00). They also agreed that they support the concept of shorter food miles (mean = 3.92) and that they preferred to buy fresh food only when it is in season (mean = 3.79). These ratings, although high, are slightly lower than the attributes for Price which have been previously mentioned.
In relation to the dimension relating to Fair Trade, respondents assigned moderately low levels of ratings. They moderately agreed that buying certified organic food is as important as buying fair trade labelled food (mean = 3.35). They also marginally agreed that they would be willing to pay a higher price to support small organic farmers (mean = 2.89). These findings suggest that consumers generally are not overtly concerned about fair trade and the welfare of small organic farmers.
For the dimension relating to Certification, respondents assigned low to moderately high levels of ratings. They moderately agreed with the statement that ''I do not believe that all foods claiming to be organic are really organic'' (mean = 3.75). They also moderately agreed that organic certification labels are confusing (mean = 3.23), and they look for the certified organic logo when purchasing organic food (mean = 3.23). Hence, it can be concluded that consumers to a certain extent are not convinced with the labelling of organic food. They also indicated a low general awareness of different organic food certification logos displayed on the packaging (mean = 2.58).
As far as the dimension of Imported Food is concerned, they gave low to moderately high ratings. They moderately agreed that they should always buy organic foods produced in Australia (mean = 3.53) and that their choice of imported organic food would depend on the country where they are produced (mean = 3.49). Consumers do not believe that they should always buy organic food produced in Australia; nevertheless, they would not buy imported foods if they are cheaper either (mean = 2.79).
Finally for the General category, respondents strongly believed that it is the government's responsibility to protect consumers from fraudulent organic claims (mean = 4.28). They also moderately agreed that organic farming is more ethical than conventional farming (mean = 3.62) and that government should be willing to invest more in organic farming in the future (mean = 3.57). They do not believe that organic food is a fad (mean = 2.56).
Usage pattern of organic food
When asked what comes to their mind when they hear the term ''organic'' food, a high percentage of respondents perceived it to be ''Without chemicals'' (67 per cent), followed by ''Healthiness'' and ''Farming with nature'' (10 per cent each), ''Clean food'' and ''Other'' (6 per cent each) and ''Ethical food'' (1 per cent). The results are shown diagrammatically in Fig. 1 .
When asked what was their main reason for purchasing organic foods, respondents indicated ''Health'' (49 per cent), followed by ''Local produce'' (23 per cent), ''Other'' (13 per cent), ''Environment protection'' (12 per cent) and ''Ethical reason'' (6 per cent). This is depicted diagrammatically in Fig. 2 . They were allowed to select more than one item; hence, the aggregate of the percentages does not add up to 100. The results are shown diagrammatically in Fig. 3 .
When asked where they usually purchased organic foods, respondents indicated that they bought organic food from ''Supermarkets'' (60 per cent), followed by ''Farmers' markets'' (38 per cent), ''Local stores'' (23 per cent), ''Organic food store'', ''Direct from farmers'' and ''Health food store'' (12 per cent each) and ''Fair food stores'' and ''Home delivery service'' (3 per cent each). Again as they were allowed to select more than one item, the aggregate of the percentages does not add up to 100. This is depicted diagrammatically in Fig. 4 .
When asked about the frequency at which they usually purchased organic food, respondents indicated that they bought organic foods ''Occasionally'' (37 per cent), followed by ''Once a fortnight'' (18 per cent), ''Once a week'' and ''Never'' (15 per cent each) and ''More than once a week'' (5 per cent). This is depicted diagrammatically in Fig. 5. 
Advanced statistical analysis
A factor analysis was conducted to group the attributes of the survey questionnaire. Twenty items of the original 35 items (excluding 5 general attributes items) were retained when using the principle component method with varimax rotation. Six factors were generated, which were judgmentally named as Quality and Convenience, Price, Local Production, Chemical Free, Imported Food and Certification.
Segmentation of consumers of organic food
Next, a cluster analysis (K-means) was conducted to segment respondents into distinct but homogeneous groups, based on their perception ratings of the six factors mentioned above. The three segments obtained were named as follows: pro-organic, reluctant and organic sceptics which is depicted in Fig. 6 and details of their profile will now be discussed.
Profile of the 3 segments
4.3.1.1 Pro-organic consumers (32 per cent) Consumers in this segment strongly believe that organic food is good for their health. They hold positive attitudes towards the nutritional value of organic food and also believe that they do not contain preservatives and chemicals. Hence, according to them, organic food is ideal for children. Their mean ratings of attributes related to Health as compared to the other two segments are shown in Fig. 7 . In terms of price, pro-organic consumers seem to be less concerned regarding the relatively high prices of organic food. Also, when compared to consumers in other segments, pro-organic consumers believe that organic food prices are fair and people should buy organic foods even though they cost more than conventional foods. These details are shown in Fig. 8 . Figure 9 shows that in comparison with other consumer segments, pro-organic consumers perceive that organic food tastes better than conventionally grown food and they are not put off by their unappealing looks.
Similarly, pro-organic consumers believe that if organic foods become more convenient to buy, they would buy more. They also strongly believe that organic food should become available in most food stores. Their comparative mean ratings are shown in Fig. 10 .
Pro-organic consumers strongly believe that organic foods are good for protecting the environment and that more government support should be given to organic farming. They also moderately agree that organic farming decreases soil degradation and that it is important to them to know whether the produce was grown organically or conventionally. Their comparative mean ratings are shown in Fig. 11 .
Compared to other consumer segments, pro-organic consumers strongly believe that it is important to support local farmers. They also believe in the food miles concept and only buy fresh food products when they are in season as shown in Fig. 12 .
Compared to other consumer segments, pro-organic consumers support the concept of fair trade. They would also be willing to pay higher prices to support small organic farmers as shown in Fig. 13 .
As compared to other consumer segments, pro-organic consumers support the concept of certification. They look for certified organic logos when purchasing organic food. They moderately believe that organic certification programs have credibility as shown in Fig. 14 .
Pro-organic consumers have strong preferences for organic food produced in Australia and are hesitant to buy imported organic foods even though they might be cheaper. They also believe that only organic food products which cannot be produced in Australia should be imported. More importantly, they need to know where the imported organic products come from and also their certification standards as shown in Fig. 15 .
Pro-organic consumers strongly believe that the government should do more to support organic farming and protect consumers from fraudulent organic claims. They believe that organic farming can replace conventional farming and that organic food is not a fad. They also perceive organic farming to be more ethical than conventional farming as shown in Fig. 16 . Pro-organic consumers generally purchased organic fruits and vegetables, meats, grains and dairy. They purchased from all sorts of outlets including farmers' markets, organic food stores, local stores and health food stores. Their purchase frequencies are every week (28 per cent) and more than once a week (12 per cent). Their age tends to be between 45 and 64 years (41 per cent of the segment).
Finally, they tend to hold postgraduate qualification (10 per cent of the segment) and secondary school education (27 per cent of the segment).
Reluctant consumers (39 per cent)
Reluctant consumers have somewhat moderate attitudes towards health and nutritional values of organic food. Unlike proorganic consumers, reluctant consumers and organic sceptics (segment 3) are price sensitive when it comes to their acceptance and purchase of organic food. Reluctant consumers believe that organic food is too expensive and Fig. 12 Mean ratings of pro-organics for regional products Fig. 13 Mean ratings of pro-organics for fair trade Fig. 14 Mean ratings of pro-organics for certification they cannot afford to pay more. However, as compared to the organic sceptics, they believe that people should buy organic food (which cost more than conventional foods).
Reluctant consumers have some reservations about organic foods. They moderately believe that organic food tastes better than conventionally grown foods, but they are reasonably put off by their unappealing looks. Although they moderately believe that organically grown foods are better for the environment and that government should give more support to organic farmers, they personally do not care much whether such food products are grown organically or conventionally.
In terms of distribution (convenience), reluctant consumers moderately believe that they would buy more organic foods if they become conveniently available in food stores. They prefer to buy fresh food only when in season. Although they strongly support the local farmers, they moderately believe in the concept of short food miles.
Reluctant consumers moderately support concepts relating to fair trade and small organic farmers. Surprisingly, they do not believe that organic foods which claim to be organic are all really organic and they perceive organic certification as lacking credibility. They also find that organic certification labels are confusing. Perhaps, these findings would suggest some attributes which hinder their acceptance of organic food products.
With regard to their perception of imported foods, reluctant consumers have similar beliefs as pro-organic consumers (segment 1), except that they are more likely to buy imported organic products if they are cheaper, depending on the countries where organic foods are produced.
Pertaining to their general attitudes towards organic food, reluctant consumers tend not to believe that organic farming can replace conventional farming. However, they believe that organic farming is more ethical than conventional farming. Although they strongly believe that the government should protect consumers from fraudulent organic claims, they only moderately believe that the government should do more to support organic farming in the future.
Generally, reluctant consumers perceive organic food as being ''without chemicals''. The main reason they purchase organic food is that it is locally produced. They also purchase more of organic fruits and vegetables. They tend to purchase organic products from many different outlets. They purchase organic foods occasionally (44 per cent of the segment) and tend to be in the older age group (over 65 years old-41 per cent of the segment).
4.3.1.3 Organic sceptics (29 per cent) Organic sceptics have somewhat negative attitudes towards organic foods. Compared with other consumer segments, organic sceptics have the lowest mean ratings with regard to health attributes of organic foods. Similar to reluctant consumers (segment 2), organic sceptics believe that organic food is too expensive and they cannot afford to pay more. Compared to other consumer segments, organic sceptics do not believe that organic food tastes better and they feel put off by their unappealing looks. With regard to distribution (convenience), organic sceptics have the lowest ratings. They do not believe that they would buy more organic food if it is easily found in food outlets near their home/work. They also have a moderate opinion regarding the availability of organic food at most food stores.
Compared to other consumer segments, organic sceptics have the lowest ratings regarding environmental protection attributes. They tend not to believe that organic farming protects the environment and decreases soil degradation. They give the least support to the statement that government should give support to organic farming. They also indicate that it is not important whether the produce was grown organically or conventionally.
With regard to regional products, organic sceptics are the least supporters of short food miles. They tend not to support local farmers nor do they purchase seasonal foods. Compared to other consumer segments, organic sceptics do not support the concept of fair trade and small organic farmers.
As far as certification goes, organic sceptics moderately believe that organic foods claim to be organic are really organic. They find that organic labelling is confusing. They also believe that organic certification programs lack credibility and thus are unlikely to look for certified logo. They indicate that they are not aware of different organic food certification logos on the packaging. Interestingly, organic sceptics are more likely to buy imported organic foods if they are cheaper. They do not seem to mind where imported organic products come from and what logos they may have.
Organic sceptics have negative attitudes towards organic foods in general. They tend to believe that organic food is a fad. Although they strongly agree that government should protect consumers from fraudulent organic claims, they do not believe that the government should do more to support organic farming.
Organic sceptics associate organic foods with ''clean food''. Unlike pro-organic consumers whose main reasons for purchasing organic foods are health and farming with nature, organic sceptics purchase organic foods for other reasons such as taste. Their main purchase outlets are the supermarkets. A high percentage of organic sceptics indicate that they never buy organic foods (33 per cent). Organic sceptics tend to be younger (8 per cent of the segment) and male (61 per cent of the segment).
Discussion and implications
Rising disposable income, growth of health awareness and busier lifestyles has driven a burgeoning world demand for organic and dietetic food and beverages. Organic food studies have attracted scholars and government policy makers, due to its ability to drive both consumers and organisations towards environmental friendly consumption and production patterns; this is directing economies into a more sustainable position. Recent successful innovations in both organic packaged food and drinks have focused on providing consumers with additional health-related benefits to substantiate the higher price mark in a tough economic climate. The presence of multinationals in organic remains particularly small, and acquisitions remain a key strategy for such companies to enter the organic market (Euromonitor 2012). The sustainability debate has continued to evolve since the 1990s, when the environmental concerns of consumers started to impact consumption, and has now become more important than organic for many consumers. It is likely that organic companies will need to encompass sustainability in their image in order to capture those consumers who are moving their interest away from organic.
Drivers and barriers for SMEs in the organic food industry of Victoria
The organic industry in many developed countries has components within it which make it both resistant and susceptible to innovation and resistant to change. It is in some markets, as Victoria comprised of profit driven producers and at the same time sustainable producers who wish nothing but to replicate what they produced the year before and for it to be healthy a n blending with the environment. The lifestyle producers feel little inclination to produce for the market other than for small outlets, farmers markets and in a sustainable manner. Based on the findings of this research study, we recommend that SMEs producing organic foods target the three identifiable segments of pro-organics, reluctant consumers and organic sceptics as follows:
1. Pro-organic consumers possess positive attitudes towards nutrition and health values of organic foods. They do not mind paying higher prices for organic products. In order to maintain and enhance their high level of support, campaigns promoting the nutritional value and chemical free attributes of organic products should be used. To ensure increasing sales of organic food products, their distribution or convenience factor is the key. In this respect, strategies aimed at improving the overall supply chain network should be developed. The government and certification bodies have an important role to play in terms of improving the credibility and promoting organic labelling and logos. 2. Reluctant consumers have moderate perceptions with regard to health attributes of organic products. Integrated communication campaigns with regard to attitude changes are needed. The focus of integrated communication campaigns could be aimed at the nutritional and health benefits as well as the shorter food miles associated with regional products. The awareness level with regard to organic foods is reasonably high among reluctant consumers. However, two of the main hindrances are price and labelling of organic products. Here, the government and certification bodies have key roles to play in terms of improving the credibility and promoting organic labelling and logos. 3. Organic sceptics have somewhat negative attitudes towards organic food. Approximately one-third of them have indicated that they never purchase organic products. The main hindrance tends to be their perception of relatively high prices. Integrated communication campaigns aimed at creating awareness and trial of organic food are paramount. Educational campaigns focusing on the health benefits versus economic costs may be desirable.
One of the drivers of innovation within the organic industry has been packaging innovation. The consumer's perception of improved health and greater environmental consciousness gained from organic food and drink sales has led to changes in the materials used to package organic products. The likes of pouches, thin wall plastic containers and materials such as PLA (poly lactic acid) have contributed to the eco-friendly aspect of the product distribution. As companies try to improve their environmental credibility, many are using more sustainable production methods and accrediting their products accordingly. SMEs in this industry should use more sustainable production methods and accredit their products accordingly.
Conclusion
This research study has investigated Victorian consumers' understanding, awareness and perceptions of organic food products. The representative sample has revealed several attributes that are important to consumers, and it has categorised them into three major segments, i.e., pro-organics, reluctant consumers and organic sceptics. Their buying and usage pattern has been identified as also their demographic profiles. Innovation and marketing strategies have been proposed for SMEs in the organic food industry to consider, all of which would serve to retain existing consumers and acquire new consumers. The findings of this study, provide opportunities for SMEs in the organic food industry to innovate their products and target identified segments with a view to enhancing their overall market share.
